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With the development of technology and social progress, the Internet has become more 
and more important our life in 2015, "Internet+" was first written into the government work 
report, encouraged the integration of traditional industry and Internet. Under this background, 
as an important pillar industry of the national economy, in order to achieve long-term 
development in the new situation, it is bound to have the aid of the Internet. Marketing has 
always been played a vital role on the real estate business, and the rise of network marketing, 
promote the enterprise's marketing innovation. With the intensification of market competition, 
diversification of consumer demand, and rely on the Internet in the network age, forcing the 
real estate enterprises in the application of Internet marketing to adapt to the development of 
the times to create more valuable marketing mode to meet consumer demand. 
In this paper, combining the theory with the case, analysis of the "Internet +" background 
of real estate enterprises to explore new marketing mode, and analyzes the characteristics of 
all kinds of marketing mode and the insufficiency. Putting forward proposals for the 
development of Internet and marketing of real estate enterprises. In addition to the 
introduction, this paper is divided into five parts, the first part through the review of real estate 
marketing and "Internet plus" research, determine the theoretical support of this research; the 
second part combined with the development of the real estate marketing, analyzes the 
necessity and advantage of the integration of real estate marketing and the Internet, On the 
basis of the analysis, put forward three main modes of marketing innovation in "Internet+" 
background of real estate; the third part , take the real estate Vanke as an example to analyze 
the three main modes of application in reality, the characteristics and deficiencies; the fourth 
part is the analysis of the theories and cases study, put forward Internet + real estate marketing 
innovation; fifth part is the conclusion of the article, namely in"Internet +" age, real estate 
enterprises need to combine their advantages to develop the valuable marketing mode of in the 
competition, to take the long-term development. At the same time, Internet+ real estate 
marketing is in the initial stage, there are still many problems, real estate enterprises need to 
constantly sum up in practice, to explore more and more valuable marketing model, to provide 
more case studies on marketing theory and practice. 
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第一章  引言 
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第一章  引言 
第一节 研究背景与意义 
一、研究背景 
20 世纪 90 年代以来，随着经济、科技的高速发展，我国互联网接入容量和接入
速度成倍提高，电脑大规模普及应用，互联网成为社会信息及资源传播的主要载体，
对人们的生活方式和社会经济增长模式产生了巨大的影响。根据中国互联网络信息
中心发布的统计报告显示，截至 2016 年 6 月，我国网民总计 7.10 亿，其中手机网















东、2003 年的淘宝到 2009 年的苏宁易购，从日用品到电子用品，从 2010 年 4600 亿
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第 4 章 万科房地产新型营销案例分析 
第 5 章 房地产新型营销模式管理建议 













第二章  理论回顾 
5 





























































































































Degree papers are in the “Xiamen University Electronic Theses and 
Dissertations Database”.  
Fulltexts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on 
http://etd.calis.edu.cn/ and submit requests online, or consult the interlibrary 
loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn 
for delivery details. 
厦
门
大
学
博
硕
士
论
文
摘
要
库
